80. Marketing mix and global markets
1.  Missing words 

Marketing ____________________ is the plan for meeting your marketing goals or _____________________. Firms then turn a theoretical strategy into a plan of action through the four elements of the marketing __________. Difficult decisions have to be made about priorities, such as between spending on advertising and spending on price _______________________. And the mix has to be integrated intelligently, so that the customer is clear about the product’s purpose and image (fundamentally, it needs to make people think: yes, that’s for me). This is hard for UK firms to get right in the UK, and much, much harder to get right internationally, where ___________________ differences may make the UK approach null and void. It’s relatively easier for multinationals such as Unilever, which has decades of experience in the world’s markets for products like detergents, fragrances and ice cream. 
Choose four words from: tactics, cultural, strategy, ethical, objectives, promotions, mix

2. Opportunities (O) or Problems (P) in global markets?
	1. Sponsorship of global events such as the world cup becomes cost-effective for a global brand
	6. In some countries local retailers may be too mass-market to succeed in selling premium-priced brands 

	2. Social media such as Twitter can create a viral storm of interest that becomes a global trend
	7. Can use globally-known celebrities to promote your products cost-effectively

	3. In the past, brand images could be tweaked to mean different things in different countries; now global branding makes that impractical
	8. Getting product image aligned with price and promotion is always hard – but much more so in a range of different countries/cultures 

	4. E-commerce allows a single sales point globally, though a local place is needed for distribution
	9. Media streaming services are increasingly global, so advertising can be global as well

	5. Local people may want/need different products, which may make it hard to sell them under the same global brand name 
	10. Distribution channels may need to be handled flexibly as different countries have different set-ups regarding wholesaling and retailing


3.  Data response
In October 2015, nearly two years after its launch, Sony cut the US price of its hugely successful PS4 games console from $399.99 to $349.99. In games consoles, holding your price constant for two years is a major achievement – especially when you’re selling 30 million of them (worldwide sales in the two years to November 2015). The 2013 PS4 launch quickly became a classic business success story, as Sony was quickly outselling rival Microsoft (with its Xbox One) by a factor of 2-to-1. Sony had made the right decisions on product and pricing, with customers refusing to pay a $100 price premium for the Xbox One’s ‘Kinect’ system. Amazingly, Microsoft used the same wrong strategy as it launched in a series of different markets globally. Only after the Xbox One had been launched everywhere did it admit its mistake by dropping Kinect and cutting the price to match and then undercut the PS4.  

3.1 Outline the most important elements of the marketing mix in Sony’s launch success._____________________
______________________________________________________________________________________
______________________________________________________________________________________

3.2 Explain why Microsoft should be criticised for its poor handling of the Xbox One’s global marketing mix.
______________________________________________________________________________________
______________________________________________________________________________________

3.3 Outline how Microsoft might make use of one other element of the mix to boost the sales of its Xbox One.

______________________________________________________________________________________ 

______________________________________________________________________________________

80. ANSWERS - Marketing mix and global markets
1. strategy, objectives, mix, promotions, cultural
2.

Opportunities: 2.1, 2.2, 2.4, 2.7, 2.9
Problems: 2.3, 2.5, 2.6, 2.8, 2.10

3.1 Outline the most important elements of the marketing mix in Sony’s launch success.

· Getting the product right was clearly the starting point (not overloading it with a feature such as Kinect, which wasn’t worth the price premium)
· Then the pricing sealed the deal – Xbox One at a $100 premium gave Sony a huge advantage. The PS$ had to be priced high enough to be taken seriously, but not so high as to seem bad value

3.2 Explain why Microsoft should be criticised for its poor handling of the Xbox One’s global marketing mix.

· Einstein is said to have described madness as doing the same thing but expecting a different outcome – this seems to have been what Microsoft did with Xbox One. It should have changed its approach after the original launch in the US and UK proved disappointing

3.3 Outline how Microsoft might make use of one other element of the mix to boost the sales of its Xbox One.

· Perhaps it could make more of online selling, to make it easier for people living away from cities to buy the Xbox One (plus software). This would cut out the middleman (the retailer) and represent a stronger, more modern version of Place
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